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AUTO TRADER CLICK AWARDS

TOP 10 AREAS FOR IMPROVEMENT FROM THE 2009 WEB SITE USABILITY STUDY
1. It has been an interesting past 12 months for the car industry. One area of activity has been the updating of web sites with new functionality and increasing deployment of ‘Web 2.0’ tools such as ‘call back’ and links to social networks. Social media such as Twitter, YouTube and Facebook are becoming increasingly important in the marketing armoury to disseminate information to potential buyers. The research found that whilst the larger organisations had started to build a presence with these tools they are not linking them back to their web sites and are not providing a seamless presence to their visitors – this should be an essential part of the web site health check.

2 Dealers, car supermarkets and dealer groups should not ignore the increasing use of social media being used to spread information about their services – both good and bad. Simple and regular reviews of social media sites should be part of the marketing mix. This need not hurt budgets and can be a quick way of alerting potential buyers to new or used vehicle offers!

3 Continued developments in consumer access via broadband and with upgraded hardware has continued to improve satisfaction with the use of visual media on sites. Over use of visual stimuli, however, continues to court consumer dissatisfaction and confusion regarding basic navigation on sites. Remember DDA compliance and the fact that there is no substitute for independent user validation and testing of visual concepts – particularly when using Macromedia Flash for key navigation pointers

4. Make key visitor journeys clear. Web sites offering prominent, straight forward navigation from the homepage scored well overall. In addition dealer groups with multiple franchises need to produce a home page that is clear and easy to navigate so that potential users are clearly signposted to where they want to go.

It is essential to understand the main reasons as to why users are visiting the site through continuous research to ensure signposts are clear and easy to follow whilst utilising language that visitors would expect to see.  Online consumers have the same expectations of user experience across the web and the conventions that they see being used on sites they visit regularly should be replicated on vehicle sites e.g. ability to click on the main logo to return to a home page.

5. Web sites have improved greatly since 2008 on offering information regarding green issues and CO2 emissions with their related tax bands. Given the economic climate vehicle tax becomes an increasing burden on running costs. Similarly company car options are once again increasingly being considered as personal tax allowances are becoming more attractive for lower emission vehicles. This is an area that can be improved further.  

6. The introduction of the government ‘Scrappage Scheme’ during 2009 became an important focus for potential purchasers of new cars.  The information offered from the web sites in this area varied greatly, from easy to find and clearly written detailed information to being totally absent.  Given the current economic climate the scrappage scheme should have been seen as a key tool in the marketing portfolio so should have been more prominently displayed by some sites. A missed opportunity?

7 This is the same as last year but we make no apology for repeating it. Whilst customer service is not a main driver of satisfaction it will affect brand advocacy (propensity to recommend to others). Ensure email contact forms are working and do not require unnecessary mandatory information, check them regularly. Answer ALL emails within 24 hours! Both telephone and email is an important touchpoint of the brand experience.

8 In 2009 there was movement in the key drivers of overall site satisfaction, with ‘Research’ becoming the dominant driver. Final scores for overall experience of the web site was strongly driven by the ability to successfully complete general research on the web site. Features such as car descriptions, car images, finding, contact a dealer and CO2/mpg data were all key areas affecting success. The web site homepage has become more important as a driver to overall satisfaction, with good navigation being particularly key, but for manufacturers this feature still rates below a new car configurator.  Researchers who enjoyed a user friendly, enjoyable car configurator on the manufacturer web sites tended to give a higher overall score to those that didn’t.  Car search was the next most important element, with customer services being the last to influence overall satisfaction with the web site. 

9 Search facility – as in previous years there is no substitute for an easy to find, use and navigate ‘used vehicle search’ facility. The more information provided about the vehicle the better. Those sites that provided a good stock of well presented vehicles scored well and provided a valuable reference point for surveyors to base their ‘visit or not visit’ or potential purchase decision. Car supermarkets performed particularly well at providing support information such as insurance group, part exchange pricing and finance deals. 

10  eCommerce retail sites are beginning to see increasing use of ‘mobile’ devices to access their sites. Make sure your site is compatible with mobile internet devices such as internet tablets and phones such as Apples ‘iPhone, Blackberries or Nokia 

- Ends -
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